























































































引委員会（FTC: Federal Trade Commission）
による環境マーケティング主張のガイドライン




（Green claims: Environmental claims on












































































































































































































































































































































































































































































































































































































































































































































































































































































































































































ってはならない」（ISO14021, 5. 7. k）。誤解を
招く表示に関する要件として，これに関連して，
環境主張は「誤った解釈を招くおそれがないこ














































































































































































































































































































































































































































































（ISO14021, 5. 8. 3）。「非環境主張の目的に使用
される語，数，記号は，環境主張を行うものと
誤解されるような方法で使用してはならない」



































































































































































































































































































特に，誤解を招かない表示（ISO14021, 5. 7. a,
g），適切な状況または適切な背景においてのみ
使用すること（ISO14021,5. 7. c），事実の除外
により誤解を招く表示（ISO14021, 5. 7. k），誇
張した表示（ISO14021, 5. 7. j），比較主張の適











点で，消費者行動に影響を与える。A a k e r
(1991)，およびKevin Lane Keller, Susan E.
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letter dated Oct. 14,  1983,  from the
Commission to The Honorable John D.
Dingell, Chairman, Committee on Energy and
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Environmental Marketing Claims and
“Requirements Applying to All Self-Declared Environmental Claims”
in ISO14021
Asami TAKEHAMA＊
Abstract:  Recently, the proliferation of environmental claims has created a need for accurate
environmental labelling.  Environmental marketing claims and advertisements, without 
independent third-party certification, are classified as self-declared environmental claims. This
paper examines self-declared environmental claims and the role of International Standard
ISO14021 from the viewpoint of preventing deceptive advertisements for consumer protection. 
The paper aims to compare some examples that are deceptive with some that are not 
misleading according to “requirements applying to all self-declared environmental claims” in
ISO14021. This paper highlights some problems regarding the requirements of ISO14021 and
environmental claims.   
Firstly, we examine the issue of vague or non-specific claims which go with explanatory
statements.  Although non-specific claims, such as “environmentally friendly,” are prohibited by
ISO14021, there are many non-specific claims with explanatory statements. 
Secondly, this paper also analyses the problem of non-specific claims used as brand names. 
Thirdly, this paper considers the issue of environmental symbols and logos. Numerous 
environmental logos are found in shops. Many environmental logos are not accompanied by any
adequate explanation. Some logos on products are similar in appearance to official eco-labels or
other recognised schemes for promoting higher environmental standards. The 
similarity and lack of adequate explanation of environmental logos may be confusing for 
consumers. This paper stresses that all environmental logos and symbols ought to be 
accompanied by clear explanations about the information on claimants and the meanings of
logos.
Keywords:  self-declared environmental claims, ISO14021, FTC, Consumers International, vague
claims, environmental symbols, advertising substantiation, deceptive advertising
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